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 The purpose of this research is to identify the influence of trustworthiness, expertise, 
attractiveness Valentino Rossi as advertisoing endorser toward purchase mediate by brand 
personality at motor sport Yamaha. Research design is causal. The number of samples are 200 
samples. Data analysis technique using structural equation model by lisrel 8,70. program. 
 The finding of this research showing that trustworthiness, expertise, attractiveness of 
Valentino Rossi as advertising endorser have direct effect toward brand personality at motor sport 
Yamaha. Brand personality motor sport Yamaha have  direct effect toward purchase intention. 
Trustworthiness, expertise, attractivenessvrs of Valentino Rossi as advertising endorser have 
indirect effect toward purchase intention mediated by brand personality. 
 
Keywords: Trustworthiness, Expertise, Attractiveness, Brand Personality, Purchase Intention, 




 Tujuan penelitian ini adalah menjelaskan pengaruh trustworthiness, expertise, attractiveness 
terhadap purchase intention melalui brand personality sebagai mediasi pada motor sport Yamaha 
dengan Valentino Rossi sebagai endorser iklan. Desain penelitian ini adalah penelitian kausal 
dengan jumlah sampel sebanyak 200 sampel. Teknik analisis data menggunakan structural equation 
model dengan menggunakan program lisrel 8,70. 
 Temuan dalam penelitian ini menunjukkan bahwa trustworthiness, expertise, attractiveness 
Valentino Rossi sebagai endorser iklan berpengaruh secara langsung terhadap brand personality 
pada motor sport Yamaha. Brand personality motor sport Yamaha juga berpengaruh terhadap 
purchase intention. Trustworthiness, expertise, attractiveness berpengaruh terhadap purchase 
intention melalui brand personality sebagai mediasi. 
 
Kata Kunci: Trustworthiness, Expertise, Attractiveness, Brand Personality, Purchase Intention, 
Valentino Rossi, Motor Sport Yamaha 
 
 
